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I. Executive Summary
Combating the negative effects of climate change requires finding ways to increase energy production while reducing energy demand. Every New England state has programs in place to encourage home and business owners to improve the energy efficiency of their buildings. Despite the clear fmancial benefits and environmental benefits that result from energy efficiency upgrades, most New Englanders have not taken advantage of the programs being offered by their states. This paper begins by addressing the structure of federal and state energy efficiency programs, as well as the existing funding for those programs. It then describes key barriers that prevent energy efficiency programs from motivating more people to retrofit their homes and businesses. These barriers can be broken down into problems with the structure of the energy efficiency incentive programs, and problems that result from the behavior of energy consumers. Structural challenges include:
• the incentive structure of the entity that is administering the energy efficiency program in the state; • an insufficient number of well-trained workers, such as contractors and program staff; and • uncertain project costs, due to the structure of some incentive programs.
From a behavioral perspective, barriers include:
• the belief by policy-makers that information and funding alone are sufficient motivators; • too much information that is unmotivating, and not enough that is motivating; • insufficient financing mechanisms; and • insufficiently targeted and focused marketing and outreach.
This paper further provides solutions that states and localities can use to overcome some ofthese barriers. These solutions include:
• decoupling the revenues and energy sales of utilities that administer state energy efficiency programs; • providing on-the-job training, certification programs, and consistent information to contractors who will be perceived as representatives of the energy efficiency program; • providing information that encourages people to act, including:
o specific information about energy use on utility bills; o information about how one's energy use compares to one's neighbors' use; o information from trusted sources such as neighbors and other peers; and o personal, concrete information instead of technical information about projected savings.
• working with banks, utility companies, and the legislature to allow for innovative financing mechanisms in the state; and • using behavioral science research to shape marketing and outreach campaigns, including: o providing technical assistance in addition to information and rebates; o using peer-to-peer communication; o using competition or peer pressure to let people know how their energy use compares to that of their neighbors; and o using positive language.
By implementing some of these basic techniques, cities and states should see increased participation in their energy efficiency programs. Hopefully, this will result in a greater number of building owners undertaking retrofits, thus decreasing energy demand. However, in order to achieve the deep energy savings necessary to truly combat the negative effects of climate change, it may also be necessary to impose mandates in addition to, or instead of, incentives.
II.
The Issue: How best to provide incentives for owners of small businesses and residences to retrofit their buildings and homes
a. Energy Consumption and Greenhouse Gas Emissions
Some states and municipalities are leading the charge in an effort to reduce greenhouse gas emissions and curb the negative impacts of climate change. At the same time, there has been recognition that future energy needs in the United States will require either production of additional supplies or reduction in demand.
1 While policy-makers should be looking at ways to increase supply and decrease demand, many, including President Obama, have noted that energy efficiency is "the cheapest, cleanest, fastest energy source. "
demand reduction measures, the U.S. has the ability to reduce annual non-transportation energy consumption by approximately 23 percent by 2020
4
These measures are especially important in New England, which lacks its own oil refineries, has spotty natural gas coverage, and has high residential energy demand due to its cold winter climate 5 Many believe that these numerous, broad societal benefits should provide sufficient motivation for individuals to improve the energy efficiency of their homes and businesses. Further, substantial funding currently exists for energy efficiency programs due not only to ratepayer 6 funds, but also federal funding from the American Reinvestment and Recovery Act. 7 Moreover, energy efficiency upgrades actually result in financial savings over time due to reduced energy consumption. Unfortunately, although these factors would seem to offer sufficient motivation, individual homeowners and small businesses underutilize the programs and funding available for energy efficiency retrofits. This is often referred to as the "energy efficiency gap. "
8
The energy efficiency gap is a well-documented and long-standing problem. Historically, building owners have chosen not to invest in more energy-efficient technology and appliances, even when funding or financing is available to make purchase of those products and services feasible 9 There are many reasons for the gap. There is a standard assumption that if people had more information or were given more money to undertake upgrades, they would do so. Recent behavioral science research has revealed, energy is "[ e ]nergy in the form that it is first accounted for in a statistical energy balance, before any transformation to secondary or tertiary forms of energy. For example, coal can be converted to synthetic gas, which can be converted to electricity; in this example, coal is primary energy, synthetic gas is secondary energy, and electricity is tertiary energy." U. however, that information and money are often not sufficient. 10 That being said, we are now at a point in time where the possibility of overcoming this gap may be possible, due in large part to two factors: (1) there is an unprecedented amount of federal funding being directed to state-level energy-efficiency, retrofit, and weatherization programs; and (2) concepts such as sustainability, energy efficiency, climate change, and "being green" have entered the public discourse and consciousness in new and dramatic ways. This paper will focus on ways to harness these trends, overcome existing barriers, and motivate owners of homes and businesses to upgrade their existing buildings in an effort to decrease their demand for energy.
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b. Funding
Throughout New England, many state energy efficiency programs are ratepayer funded through charges on utility bills.
12 New England states also have access to funds generated by the Regional Greenhouse Gas Initiative ("RGGI"), which is a market-based, cap-and-trade program for emissions of carbon dioxide. 13 Additionally, the American 
ii. Federal Programs
There are three federal programs funded under ARRA that address energy efficiency and weatherization: the Weatherization Assistance Program ("WAP"), the Energy Efficiency and Conservation Block Grant ("EECBG") Program, and the State Energy Program ("SEP").
The W AP was started in 1976 in response to the OPEC oil embargo. Its purpose was and continues to be providing aid to low-income families, the disabled and the elderly in the form of home weatherization projects. Weatherization improves the energy performance of dwellings that house these underserved groups and thus reduces their energy bills. The W AP provides funding to states, which then provide money to local community action agencies that carry out weatherization projects in communities around 20 the state. The EECBG program, which is modeled after the Department of Housing and Urban Development's Community Development Block Grant program, received $3.2 billion under the ARRA to fund formula and competitive grants. 21 The general purpose of the EECBG program is to improve energy efficiency and promote conservation through projects that reduce fossil fuel emissions, improve energy efficiency in the 17 In Massachusetts, programs are operated by the utility companies with substantial desigo and approval oversight by an appointed Energy Efficiency Advisory Council. An Under the SEP, states are treated as decision-makers. They fund diverse programs such as those providing training and education to build a green workforce, energy audits for businesses, and energy efficiency upgrades to state owned buildings. 24 Neither SEP nor EECBG funding is income-dependent.
The Better Buildings program (formerly known as Retrofit Ramp-Up), which is part of EECBG, is in the process of providing approximately $452 million to 35 communities in the U.S. for the implementation of pilot projects that will provide homeowners and businesses with funding for energy efficient building retrofits. 25 These pilot projects retrofit structures at a community-wide or block-by-block level in an effort to reach economies of scale. 26 The 27 The U.S. Department of Energy provides descriptions of grants made under the EECBG program. For example: "The Carbon-Neutral Lowell Park and Preservation District initiative will create a model of how energy efficiency upgrades can meet historical preservation standards;" "The Maine Horne Performance Program will establish a statewide revolving loan fund;" "Neighborhood Works of Western Vermont [] plans to blanket Rutland County, Vermont, to serve 40% of eligible households with a combination of low-cost horne 'Horne Energy Visits,' comprehensive energy audits, financing, and substantial retrofits in a two-phased approach;" "The Beacon Communities Project, led by New Hampshire's Office of Energy and Planning, will utilize proven neighbor-to-neighbor education, technical assistance, and sustainable financing mechanisms to retrofit hundreds of residential, commercial, government, and industrial buildings;" and " [T] he Neighbor to Neighbor Energy Challenge brings together a consortium of 14 leading rural, suburban, and low-income communities throughout Connecticut with a team of nine public, private, academic, and non-profit organizations. The program will target participation of 10% of households to set specific, measurable stretch goals of 20% for energy savings and clean energy usage." U.S. DEP'T OF ENERGY, BETTERBUILDINGS (2010), available at http:/ /www.eere.energy.gov/betterbuildings/.
III.
Overcoming the Challenges that Face Energy Efficiency Programs in New England a. Structural Barriers to Achieving Energy Efficiency i. Incentive Structure of Energy Efficiency Programs and Utility Decoupling
In some states, utility companies administer energy efficiency programs. This could result in a conflict of interest, given that utilities typically make more money when they sell more power. 28 When ratepayers save electricity through energy efficiency measures, the utility companies' revenues decrease. Therefore, in a standard cost-of service ratemaking environment where a utility's revenues are linked to its sales of electricity, the utility lacks a strong incentive to promote energy efficiency or demand 0 reduct10n pro grams.
29
The two best options for overcoming this conflict are (1) taking the responsibility for administering energy efficiency programs out of the hands of the utilities and putting it into another energy efficiency entity, 30 such as a governmental or non-profit entity, or That being said, there are also benefits to having other entitles run energy efficiency programs, such as quasi-state agencies or third-party non-profits under contract to the state. As will be discussed further below, building owners often find information from governmental or community-serving non-profit sources to be more credible than 
ii. Lack of a Skilled Workforce
Contractors are a key element of any successful energy efficiency upgrade program. In many cases, the contractors will be the public face of the program as they meet with customers, perform home energy audits, explain the upgrades that will help reduce energy consumption, and perform installations. This is true even for programs that rely extensively on program staff or community nonprofit groups to conduct outreach 41 and provide information to consumers Because consumers will view contractors as an extension of the state's energy efficiency program, it is important that those contractors are well-trained and that their work is effective 42
There have been some well-publicized problems with the quality of the energy efficiency upgrades performed by some contractors and agencies. For example, in Ohio, 20 of the 68 agencies that perform retrofits failed more than half of their inspections by the state, and five of those failed all of their inspections 43 Further, in Illinois, federal monitoring of that state's Weatherization Assistance Program "revealed substandard performance in weatherization workmanship, initial home assessments, and contractor billing" so severe that "they put the integrity of the entire Program at risk." 44 The reasons for the poor workmanship are due in part to the lack of sufficient numbers of skilled workers, which in turn has been one of the barriers to increasing the number of energy . To overcome this barrier, states should invest money in certification and job training programs for contractors. Many states require all contractors who will perform energy efficiency upgrades tied to incentives to obtain certification from private third party certification organizations, such as the Building Performance Institute. This ensures that all contractors are receiving the same information, and thus should convey consistent messages to customers.
While certification is a good first step, states should also consider requiring an apprenticeship program for contractors who will undertake retrofits pursuant to a state energy efficiency program. One purpose of the stimulus funding was to create green jobs, and it has succeeded in creating greater demand for energy audits 46 However, if the contractors conducting the upgrades do so at sub-standard levels, it gives the entire industry a bad name, and thus creates additional barriers to participation. On-the-job training programs would give certified contractors the opportunity to apply their learning, and should result in greater quality control 47 States might also consider investing in 49 Caruso, supra note 43 (describing inspections that discovered problems). In Connecticut, when random quality assurance inspections reveal a contractor or vendor who is not performing well, that vendor will be retrained. Telephone interview with Pat McDonnell, supra note 32. 5° Caruso, supra note 43 (quoting an energy efficiency agency director who "said that the agency's weatherization work has improved because the state inspections pointed out problems. 'Once we're clear on exactly what is expected,' he said, 'then you don't see those problems reoccurring.''). uncertainty discourages building owners from participating m energy efficiency programs.
Uncertainty exists, in part, because there are so many different programs available even within a given state. Individuals can seek rebates and tax credits at both the federal and state level, and often through multiple programs. Specifically, many New England states currently offer energy-efficiency rebate programs. Some of these provide a consumer with money back at the register for the purchase of energy efficient appliances, 51 but others are more complicated. For example, in Maine, a homeowner must pay out-of-pocket for an energy audit by a "Participating Energy Advisor," which is a contractor who has been certified and accepted into the program. These audits often cost around $500 52 There are rebates available for some costs of the work done, but the amount of those rebates is wholly dependent upon the projected percentage of energy that will be saved on heating and hot water after the upgrades are complete.
There are a few problems with this model. First, there are trust and information issues, which will be addressed in more detail below. Building owners may wonder: if my energy bill is not a large part of my monthly budget, why should I lay out $500 for an audit, and then pay for improvements that could be upwards of $15,000 or $20,000 without knowing how much of that money I will get back? Even though I have been told that I will make back that money over time through lower energy bills, I do not know how long I will live in this house, and I might move before I am able to fully reap the cost savings. 53 Further, even if I am a building owner who wants to undertake an energy efficiency upgrade, I might not have enough capital to pay for the initial audit or the subsequent work. Consumers faced with all of these questions and information have a tendency to become overwhelmed and stop listening, especially because energy efficiency is not a top priority for most building owners.
Financing can be helpful in addressing many of these concerns. For example, in Massachusetts, the utilities provide free energy audits and air sealing to all residential building owners. 54 Because there is no initial $500 investment in the cost of the audit, the only barriers are lack of time or knowledge of the program. Thus, free audits circumvent the initial uncertainty barrier. However, if a building owner decides to move forward with additional work suggested by the audit, uncertainty remains regarding the cost of the 51 Because appliance rebates programs are certain and easy to understand, they have been very successful. In Maine and Massachusetts, the programs ran out of money quickly. For example, the Massachusetts program, which enabled customers to purchase dishwashers for as little as $4.99, ran out of its approximately $6 million io fundiog in less than two hours. business/ economy/ 18leonhardt.html ("The whole package would probably cost $4,500 and save us something like $400 a year. We may not stay in the house nearly long enough to justify the iovestment."). 54 Telephone ioterview with Lyn Huckabee, supra note 35.
work and the amount of rebates or tax credits that will be available. 55 Overall, while it is important for programs to offer different types of financial incentives, they should attempt to craft those programs in such a way as to reduce uncertainty.
b. Behavioral Barriers to Achieving Energy Efficiency: Focusing on the Consumer i. Information
Providing consumers with information is not the panacea that many believe it to be; information alone is not enough to motivate action. 56 However, it is certainly important for consumers to be aware of the programs that exist so that they can take advantage ofthem 57 Currently, energy efficiency entities are faced with a multi-faceted information problem: there is too little information being delivered that motivates consumers to action; the information is not being delivered by a trustworthy source; and the information is too technical. All of these informational problems must be addressed in order to best encourage a person to invest time and money in retrofitting her home or business.
First, although energy efficiency administrators distribute an overwhelming amount of information about their programs and benefits, the information being disseminated does not sufficiently motivate consumers to take action. For example, many states have online tools available that let a building owner calculate the amount of energy their building uses and then compare that amount to the average home or business in the area. However, in order to use these tools, a person must know how many gallons of oil their heating system uses annually, how many kilowatt-hours of energy they use per year, and the R-level of their insulation. This is information that the average consumer lacks. Because energy costs are generally a small portion of a homeowner or small business owner's overall expenditures each month, they are not willing to invest in the "information gathering and transactions costs. "
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Of those who take the time to pull out old bills and calculate these amounts, there is still key information lacking, such as differentiation on energy bills. Thus, it is difficult for a building owner to know the actual efficiency of her building. If ratepayers were able to see not just how much energy they use, but specifically where in their homes or businesses those uses were occurring, this feedback might encourage them to take 55 Well-trained contractors who have a thorough koowledge of the program could allay some of these concerns by carefully explaining these program elements to a homeowner. 56 57 Kaswan, supra note 2, at 275 (addressing need for information). 58 Brown, supra note 9, at 1202. steps to reduce specific energy demands. 59 Finally, even if a consumer is armed with useful information about specific existing energy use, it is hard to know what measures will have real impacts on energy savings, and therefore costs. This ties into problems with the structure of some incentive programs. For example, in some states a customer is simply given a copy of an energy audit, which contains a number of recommended upgrades, but is not given any further information about which projects should be undertaken first or by whom 60 Most building owners lack the expertise to interpret that document on their own. Thus, programs should be structured so that contractors or project staff are available to explain the audit and next steps to building owners.
Behavioral science studies have also recently shown that the person from whom the information is coming is a very important factor in determining whether the target will find that information trustworthy and persuasive. Hearing from a neighbor who has already undertaken an energy efficiency upgrade is more successful than providing a person with technical information about how much they are likely to save from a retrofit. 61 On the other hand, if the information is coming from the utility company or a contractor, an individual may believe that there is self-interest involved in the message.
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Some studies suggest that efficiency information received from a governmental entity is viewed as more trustworthy than that received from a utility. 63 Finally, because energy efficiency measures are not visual measures that can be seen, and often take time to fully pay for themselves, consumers are less likely to completely trust their benefits.
64
In addition to examining the source of the information and its impact on behavior, studies have also looked into the content of the information. Historically, program 59 See Wilson & Dowlatabadi, supra note 8, at 181 (addressing provision of feedback on utility bills); see also Brown, supra note 9, at 1201 ("[R]esidential consumers get a monthly electricity bill that provides no breakdown of individual end-uses. This is analogous to shopping in a super market that has no product prices; if you get only a total bill at the checkout counter, you have no idea what individual items cost."). The technology to make this possible is still in its nascence, but includes smart meters, which are beginning to be installed by utility companies in some areas and buildings, and power meters or horne energy monitors, which can be used in the horne and are plugged in between an electric device and the socket. See, e.g., TED The Energy Detective, About TED, at http://www.theenergydetective.com/about-ted (last visited Jan. 21, 2011); see also Efficiency Maine, Kill-A-Watt Electricity Motors, at http://www.efficiencyrnaine.com/at horneikill-a-watt-electricity-rnonitors (last visited Jan. 21, 20 11). 60 In some states, steering building owners to private contractors is seen as suspect, which might explain the lack of direction. 61 Wilson & Dowlatabadi, supra note 8, at 180-181 (noting that social feedback aids positive attitude formation). 62 But see supra note 39 and accompanying text (noting that some consumers may feel secure accepting efficiency information from their utility company due to name recognition). 82 (1978) . 64 Lehner, supra note 29, at 390 (discussing trustworthiness and asking, "should I really pay an extra one hundred dollars for some different refrigerator because it says that it is going to save me money over three years? Is it really? I do not really trust that. I think cash in the hand is worth a lot more."). managers believed that if consumers knew how much energy (and money) they would save by installing energy saving technology, and how quickly that technology would pay for itself, they would invest. However, recent studies have found that "the most effective information in promoting residential energy efficiency was simple, salient, personally relevant, and easily comparable rather than technical, detailed, factual, and comprehensive. " 65 The focus should be on the increase in personal comfort that stems from home energy improvements, instead of solely financial or environmental savings. Thus, it makes sense that neighbors and early adopters would be the more appropriate parties to be delivering that information than the government or utility companies.
ii. Financing: Split Incentives and Initial Investment Costs
Just as behavioral science studies have shown that information alone 1s not enough to motivate a homeowner or small business owner to undertake an energy efficiency retrofit, it has also been determined that giving people access to capital for improvements is not enough 66 That being said, studies have shown that financing for initial costs is an important motivating factor. 67 One problem facing many of the energy efficiency programs in New England is that of misplaced or split incentives. Builders and landlords are the ones making decisions about the level of insulation and the efficiency of appliances installed in homes and businesses, but they are not necessarily the ones who will be living in those structures or paying for heating and hot water during long, cold winters. 68 On the other hand, if a landlord does pay the bills and thus purchases energy efficient appliances, the tenants have less incentive to conserve energy, because they do not bear the costs of their use 69 Thus, there currently are disincentives for builders and landlords to undertake energy efficiency upgrades.
A related problem presented by retrofitting is that the benefits of the upgrades are tied to the structure itself, but the costs of those upgrades are connected to the building owner who has to pay for them. Thus, if a building owner sells her home before the upgrades have paid for themselves in savings, she loses out, and thus is disinclined to invest in upgrades in the first instance. 70 Some existing efficiency programs or state housing authorities provide products to customers who undertake retrofits such as low interest loans and revolving loan funds. For years, Energy Efficient Mortgages and Energy Improvement Mortgages have been offered, but purchasers woefully underuse them. 71 Some states and municipalities have attempted to implement even more innovative mechanisms, including on-bill utility financing and Property Assessed Clean Energy (PACE) financing.
On-bill financing has been in place for a number of years in Connecticut, New Hampshire, Massachusetts, and Rhode Island. The utility company pays for the costs of the upgrades, and the customer pays off that amount over time via a charge on the monthly utility bill. Pursuant to some programs, the price of the utility bill does not rise, but remains what it was prior to the efficiency upgrades. Once those upgrades are paid off, the monthly charge decreases to reflect the lower amount of energy being used. On bill financing offers zero percent interest and is unsecured; it is thus typically only used for business, municipal, and institutional clients, not residences. 72 Under a PACE program, the upfront costs of financing the retrofit are paid by a public entity, such as the municipality. The homeowner agrees to pay off this amount through a lien or tax assessment on the property. 73 Thus, the obligation for repayment is attached to the property, not a specific property owner. This way, if the owner sells the property before having reaped the benefits of the upgrades, the next property owner continues to pay the increased property taxes associated with the upgrades 74 legislatures have adopted enabling legislation allowing municipalities to create PACE programs 75 Further, over $150 million in Recovery Act funding went to support PACE programs 76 In theory, PACE would directly address many of the concerns raised in this section.
Unfortunately, the Federal Housing Finance Agency ("FHFA") has interceded and the future of PACE is now uncertain. Those municipalities that had begun offering loans under the program have had to stop. The FHF A regulates Fannie Mae and Freddie Mac, which are government-sponsored entities that purchase mortgages. In July 2010, FHF A issued a statement that effectively froze the PACE program due to concerns that the PACE loans would take priority over existing mortgages, including in states such as California and Colorado where the program had already been implemented. 77 While there are other financing mechanisms that could help to overcome the barriers caused by lack of capital, states should petition FHF A and the banks to take a closer look at the PACE program and allow it to move forward. Indeed, some states, localities, and non-profits have already filed suit against the FHF A. 78 Assuming PACE is allowed to move forward, Connecticut and Rhode Island would have to adopt enabling legislation to join the other New England states that have already provided for PACE.
Regardless, states in New England currently have more money than ever before to invest in energy efficiency programs. However, given the high level of participation and extent of retrofits that will be necessary to have a real impact on greenhouse gas emissions, more federal or state funding must be provided, or creative financing mechanisms must be in place to loan building owners the money needed to make retrofits on a larger scale. Because such a large level of initial investment is required, financing is a key piece of raising participation in energy efficiency programs.
iii. Marketing and Outreach
In addition to providing building owners with information about retrofitting their structures and financial incentives to assist them in doing so, energy efficiency entities must focus on marketing and outreach in order to better motivate consumer action.
Because traditional "products" are physical things, marketing them is fairly straightforward; they can be easily described and understood through pictures in newspapers or ads on television. Even renewable energy generation equipment such as solar panels and wind turbines are physical and can be visualized. Energy efficiency, on the other hand, is amorphous 79 Traditional forms of marketing can make building owners aware of existing programs, but more is needed to motivate them to act. 80 Energy efficiency experts in Vermont have found that "technical assistance and hand-holding" are more effective motivators to action than simple financial incentives. 81 By providing technical assistance, including specific advice about what improvements to make and what appliances to purchase, Efficiency Vermont staff is able to overcome some of the lack of information and perceived risks addressed earlier. 82 These results have been especially pronounced in the business sector. An account manager is assigned to each of the largest energy consumers in the state, and is tasked with getting to know that business, its motivations, objectives, and capital investment plans. This strategy, which is based more on relationships than passive rebates, has been very successful.
Another element of marketing is using a targeted approach instead of a blanket one. By targeting early adopters or individuals who are already planning on remodeling or updating their buildings, greater gains can be made. For example, if a person is planning to replace their roof, a knowledgeable staff person or contractor could provide them with specific, tailored information about what else they could do to their roof and attic to reduce energy consumption, and direct them to specialized rebates. 83 Placing focus on the natural replacement and early adopter markets is also helpful, because if one of these individuals has a positive experience, they can tell their friends and neighbors about it, encouraging them to invest as well.
As was discussed in the section on information, the person delivering the message is sometimes just as important as the message itself. Behavioral studies have shown that peer-to-peer communication is an important motivating factor. 84 This relates to research demonstrating the importance of social norms and peer influence, which shows that "energy saving efforts were most strongly correlated with the belief that other people were conserving energy." 85 Similarly, some retrofit programs have found that the best motivator to action is competition among neighbors 86 For example, some pilot programs have achieved great success by providing utility customers with information on their bills that shows their energy consumption as it compares to that of their neighbors. Specifically, a smiley face means they are conserving more than their neighbors, while a frown means they are conserving less. 87 Recruiting volunteers to go door-to-door and help their neighbors start with a single action, such as replacing standard light bulbs with compact fluorescent bulbs, has been shown to get people involved and interested in retrofits. 88 Energy efficiency programs are well-positioned to take advantage of these tools, especially because "going green" is a concept that has entered the public discourse in many communities.
Finally, studies also suggest that people are more likely to respond positively to words that are descriptive and appealing. Thus, some research suggests that the terms audit and retrofit should be replaced with energy assessment and home energy improvements or upgrades, respectively. 89 Making even small changes such as these in the marketing and outreach campaigns based on social science and behavioral research costs little and can have far-reaching, positive impacts.
IV. Recommendations
This paper aims to provide decision-makers with tools to most effectively motivate owners of small business and residences to reduce their energy consumption through energy efficiency improvements. It has suggested that entities charged with achieving energy efficiency within each state consider the structure, content, and marketing of their programs.
a. Specific Suggestions
On the structural side, states should ensure that the entity or entities in charge of promoting energy efficiency have incentives to reduce energy consumption. This might include decoupling utilities that administer efficiency programs, or tasking a state, quasi state, or non-profit agency with promoting energy efficiency. Additionally, the staff and contractors involved with undertaking energy efficiency upgrades should be well-trained and available in sufficient numbers to timely meet consumer demand for their services. Finally, incentives and rebates should be structured so as to reduce uncertainty. If any of these structural programmatic elements are lacking, consumer confidence in the overall energy efficiency program may be undermined.
Those tasked with administering energy efficiency should familiarize themselves with the recent social and behavioral psychology literature that focuses on marketing and messages. This paper suggests that it is not enough merely to provide people with information about the benefits of retrofitting their homes, nor is it enough to provide rebates or financial incentives. Instead, by providing a combination of information, rebates, financing tools, technical assistance, and targeted marketing, building owners will be best encouraged to upgrade their homes and businesses.
b. Looking Ahead: Mandates
In the end, voluntary approaches to energy efficiency probably will not be enough to reach the levels of deep cuts that are needed to reduce greenhouse gas emissions 90 Therefore, states and municipalities should begin to think about using a stick, such as mandates, instead of a carrot, such as incentives. It would make the most sense for these new requirements to be imposed in the form of building codes, requiring certain levels of energy efficiency for all new construction 91 Certain products, such as incandescent light bulbs, could be banned within new construction.
With respect to modifying the existing building stock, one strategy would be to require rating or labeling that disclosed the levels of building energy consumption at the time of sale or change in building occupancy. This could be paired with a requirement that the seller or buyer implement minimum energy efficiency requirements at that time as well. The timing would make sense, as people obtain new mortgages at the time of purchase, which could help pay for the costs of the upgrades. As cities, states, and the federal government move toward more comprehensive energy efficiency policies, mandates should be examined more closely 92 In order to sufficiently reduce greenhouse gas emissions, policy-makers must think about ways to improve energy efficiency and reduce unnecessary energy demand, while at the same time increasing renewable energy generation. By incorporating some or all of the suggestions raised in this paper, states and communities can more effectively mitigate some of the negative effects of climate change. 92 There are a number of other options that goverrnnents can and should consider. Though using energy efficiently is the cheapest and fastest way to reduce greenhouse gas emissions, extremely deep cuts are needed to make a substantial impact. 
